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University Librarians Approaches and Insight Towards Marketing of Library Sources and 
Services in Academic Libraries of Balochistan 
Abstract 
 The present study investigates the approach and insight of librarians towards the marketing 
of library sources and services in academic libraries of Balochistan. A quantitative research design 
and survey research method were used to determine the appropriateness of the chosen population. 
The population comprises library professionals e.g. Librarians, assistant Librarians, and the same 
grade of library staff. A structured questionnaire was designed to collect data from the chosen 
population. There were 90 questionnaires were distributed among the chosen population but 73 
were returned back with full responses. The response ratio was 81%. the findings of the study 
revealed that the majority of the respondents were male 70 (95.9%) and only 3(4.1%) were female. 
Most of the respondents have done MLIS with 26(35.6%) and least were M.Phil. 2(2.7%). The 
ages of the respondents were 28(38.4%) were a range from 31 to 40years. the respondents were 
answered about “awareness” 53 (72.6%) and “to great extent” with 40(54.8%). The respondents 
were replied all the sources and services are available. The respondents showed their agreement 
about the benefit where most of them answered with “to achieve customer satisfaction” with (m: 
1.1351) and showed their attitude about issues where most of them replied, “lack of authority 
support” (m: 2.3425). According to the findings of the study some of the suggestions have been 
posted for future concern e.g. higher authority should support library staff to launch this method 
and bring their customers to one place as well as improve their library images 
Keywords: Marketing, University, LIS professionals, Balochsitan, Library sources and services 
Introduction 
 Libraries are always in transition mode with respect of its organization and delivery of 
information. marketing means a set of methods and techniques that enable the marketer to market 
their sources and products to their end users. At non-profit organizations like libraries where 
library workforces work to promote library products and services. Marketing is the way to find 
targeted audience to access them and market the library sources and services. Kumar (2020) 
“Marketing includes the set of strategies and techniques which is managed by the higher level 
administrative authority such as librarian but all the library personnel are involved in the process of 
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marketing”. Additionally, marketing techniques help the libraries to bring their users closer to their 
library products. Patil and Pradhan (2013) agreed upon the term marketing that enable the profit 
and non-profit to increase their sale and customers. Moreover, libraries always accept the changes 
and use new ideas and vision to make their libraries visible. Chandratre, and Chandratre (2013) 
librarians should make some changes into their libraries and create an effective connection 
between library users and library sources that can be possible due to the marketing of library 
services. Additionally, marketing is the best technique that helps the library to market their sources 
and services. Yi (2016) explained that there are number of variety of methods use to promote 
library sources and services. Furthermore, it can be said every library have different strategies to 
adopt marketing tools to market their library sources and services.it is the time for change the 
things rapidly and make the new ways  to reach library end users. The library professionals should 
adopt the change as a knowledge provider. These changes should be maintenance for long term 
and make a comfortable network to promote their sources and services to the end users. The 
present study has been taken into account to investigate the marketing of library sources and 
services and determine the insights the librarians about marketing of library sources and services. 
Research Objectives 
1. To ascertain Librarian’s perception about Marketing of library sources and services 
2.  To disclose the factors of  marketing of library sources and services  
3. To identify the issues and challenges of library marketing   
4. To determine the marketing strategies  
Research Questions 
1. What is the perception of Librarians about library marketing 
2. What are major factors of library marketing 
3. What are major issues and challenges of marketing  
4. What are marketing strategies using by librarians  
Research Methodology/Research Design 
 The quantitative research design was used for this study. The survey method was utilized to 
collect the data from the respondents. The structured questionnaire was designed for proper 
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collection of data. The purposive sampling was used to collect meaningful data from the selected 




Thu and Lixin(2018) studied marketing and promotion of E-resources. They found that 
librarians are lacking proper funds to adopt marketing channels to promote e- resources. 
Furthermore, Library Professionals should engage themselves to market library e-resources. 
Pandy(2016) found  there are number of approaches would be helpful  to market library sources 
like segmentation, market position, marketing mix and marketing audit. The marketing of library 
products and services depend upon the needs, wants and demand of the customers (Patange, 2013). 
Patil and Pradhan (2013) marketing considered is to bring flexible environment at different 
institutions. They investigated the library promotion practices and marketing of library services: a 
role of library professionals. They found that marketing is very much importance to gain massive 
benefits for the library users and its staffs. Their findings revealed that marketing is the best tool to 
market library sources and services. Vaseleiou and Rowely (2010) investigated the marketing and 
promotion of e-books in academic libraries. They used semi-structured interviews and 25 academic 
libraries were taken has sample. They suggest there should be a proper plan to execute marketing 
the library e-books. Kumar (2020) carried out research study a review of marketing and promotion 
o library and information products and services. He found that marketing need some essential take 
care with the age of internet. Kumar (2017) investigated the marketing electronic information 
resources in academic libraries. He found that the present day every library is taking advantage of 
new innovation to market their sources and services. He described that marketing is very essential 
for libraries to promote their products. Hirsfall (2020) carried research study marketing of library 
and information services in digital age. He finds that ICTs and its related tools are very important 
to market library services. He identifies some of the most well-known social media to marketing 
library services like web 2.0, YouTube, what Sapp, what Sapp, and Facebook etc. Sharma and 
Pathak (2020) introduced simple marketing strategies to promote library resources and services. 
They showed their agreement that marketing is necessary for libraries to promote their sources and 
services. They also suggest that the libraries should use proper marketing tools to make their 
4 | P a g e  
 
sources and services visible to their end users. Harshani and Srirwardana( 2015) showed their  
opinion about the importance of library marketing. They mentioned that promotion is the other 
name of marketing which enable libraries to use it for proper marketing of their services. On the 
other hand they described that every library should use program of awareness that makes the 
students to use their resources and services. They introduced some of the strategies like library 
guide, library tours, and user’s assistance to create awareness among students about marketing 
library services. Vyas( 2016) studied marketing of library services. She introduced that marketing 
is essential for libraries to apply marketing techniques to marketing library services. She claimed 
that it seem massive progress in the library marketing of India. Raul, Belapurkar and 
Munnolli(2016)did a research on marketing of library resources and services. They urged that new 
ways and techniques can be helpful to market their sources and services. Though, the libraries are 
facing different kind of challenges to adopt the marking techniques. Yi (2016) studied effective 
techniques for the promotion of library services and resources. He used qualitative research 
method and online survey to collect the data and the response ratio was 57.5%.  The results 
revealed there are number of methods and techniques to promote library services and resources. He 
suggests that this study provides better understanding among library professionals towards the 
marketing. Busari, Ayankola and Ladipo (2015) searched the analytical approach for marketing of 
library products and services. 
Data analysis and interpretation 
Gender distribution 
 Table 1 and Figure 1 shows the majority of the respondents were male 96% and 4% of 
them were female. It shows the appointment ratio of male is higher than the female in academic 
libraries of Balochsitan.  
Gender Frequency Percent Valid Percent Cumulative Percent 
 Male 70 95.9 95.9 95.9 
  Female 3 4.1 4.1 100.0 
  Total 73 100.0 100.0   
Table.1 




Qualification of the respondents 
 
  The table 2 results revealed the complete set of library professional’s educational 
background. It shows that majority of the respondents have degree of master in library science 
(MLS)(31%) and master of library and information sciences( MLIS)(35%). Followed by 8(11%) 
were degree of diploma in library sciences (DLS) and 7(9.6%) of them have BS Hons. The data 
confirmed 6(8.2%) of the respondents were simple MA/Msc, followed by 2(2.7) of them were 
Master of Philosophy (M.Phil.) and 1(1.4%) of them were BLIS. The complete data has displayed 
as followed. 
 
 Qualifications Frequency Percent Valid Percent Cumulative Percent 
 MA/MSc 6 8.2 8.2 8.2 
  BLIS 1 1.4 1.4 9.6 
  BS Hons 7 9.6 9.6 19.2 
  DLS 8 11.0 11.0 30.1 
  MLS 23 31.5 31.5 61.6 
  MLIS 26 35.6 35.6 97.3 
  M.Phil. 2 2.7 2.7 100.0 
  Total 73 100.0 100.0   
Table.2 
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  Table shows the age of the respondents where majority of the respondents 28(38.4%) were 
age between 31-40 years and 21(28.8%) were age between 41- 50 years. Preceding 15(20.5%) of 
them were range of 21-30years in age and followed by 9(12.3%) of them were range of 51 to more 
age. The complete data has been displayed as under.  
 
 AGE of the Respondents Frequency Percent Valid Percent Cumulative Percent 
 21 - 30 year 15 20.5 20.5 20.5 
  31- 40 years 28 38.4 38.4 58.9 
  41 to 50 years 21 28.8 28.8 87.7 
  51 to more years 9 12.3 12.3 100.0 




 The analyzed data has confirmed that majority of the respondents having professionals 
experiences of 5 to 10 years with 25(34.2%) and least were 2(2.7%) of them were having 21to 30 
and 31 to 35 years respectively. 18(24.7%) of them were having experiences of 11- 15 years and 
16-20 years respectively. 8(11%) of them having the professional experiences of less than 5 years. 
The complete data has displayed below. 
  
 
  Frequency Percent Valid Percent Cumulative Percent 
Valid 5 to 10 years 25 34.2 34.2 34.2 
11 to 15 years 18 24.7 24.7 58.9 
16 years to 20 18 24.7 24.7 83.6 
21 to 30 years 2 2.7 2.7 86.3 
31 to 35 years 2 2.7 2.7 89.0 
Less than 5 8 11.0 11.0 100.0 
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Total 73 100.0 100.0   
Table.4 
Do you have an idea about the marketing of Library sources and services?  
  Table shows the perception about the marketing concept where 53(72.6%) of them 
answered with “to great extent” and followed by 16(21.9%) of them replied with “some extent”. 
4(5.5%) of the respondents were replied with “not at all”.  
 
 Idea about Marketing  Frequency Percent Valid Percent Cumulative 
Percent 
 To great Extent 53 72.6 72.6 72.6 
Some extent 16 21.9 21.9 94.5 
Not at all 4 5.5 5.5 100.0 
Total 73 100.0 100.0   
Table.5 
How much you are aware about Marketing of Library sources and services? 
  Librarians showed their responses where 40(54.8%) of them answered with fully aware and 
followed by 16(21.9%) of them replied with “Not at all”. 12(16.4%) of the Librarians replied with 
“Slightly aware”. Preceding with 5(6.8%) were showed their opinion about “Moderately aware”. 
The complete analyzed data has shown as under table.  
 
 Perception about 
Marketing 
Frequency Percent Valid Percent Cumulative 
Percent 
 Aware 40 54.8 54.8 54.8 
  Not at all 16 21.9 21.9 76.7 
  Slightly aware 12 16.4 16.4 93.2 
  Moderately aware 5 6.8 6.8 100.0 
  Total 73 100.0 100.0   
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Table.6 
Availability of Sources and Services to market/promote 
  This table shows the sources and services available in the surveyed libraries. The 
respondents were replied about the asked questions where book and Periodicals (m: 1.0000) 
respectively. Followed by availability of reports (m: 1.6146), ILL (m: 1.3836), OPAC (m: 1.2603), 
Manual Catalogue (m: 1.2740). The respondents further replied with the availability of CAS (m: 
1.2603), SDI (m: 1.2603), E.Rources (m: 1.2603), Reprographic services (m: 1.2603), Indexing 
and Abstracting services (m: 1.2603), reference service (m: 1.2603) respectively. It shows that 
these all the services and sources are available at the respondents libraries.  
 
 Availability of R/S N Minimum Maximum Mean Std. Deviation 
Books 73 1.00 1.00 1.0000 .00000 
Periodicals 73 1.00 1.00 1.0000 .00000 
Reports 73 1.00 2.00 1.6164 .48962 
ILL(interlibrary loan) 73 1.00 2.00 1.3836 .48962 
OPAC 73 1.00 2.00 1.2603 .44182 
Catalogue 73 1.00 2.00 1.2740 .44908 
Online databases 73 1.00 2.00 1.3562 .48218 
CAS 73 1.00 2.00 1.5753 .49771 
SDI 73 1.00 2.00 1.4384 .49962 
E.Resources 73 1.00 2.00 1.1507 .36022 
Reprographic services 73 1.00 2.00 1.0822 .27656 
Indexing and abstracting 
services 
73 1.00 2.00 1.0959 .29648 
References sources 73 1.00 2.00 1.2192 .41655 
          
Table.7 
  
Benefits of Library Marketing  
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  Table shows the agreement about the asked statement to the library professionals. The data 
results revealed majority of the respondents showed their opined with agreement with “to achieve 
customers satisfaction”(m: 1.3151) followed by “To gather information for benefit of the 
customers”(m: 1.3836). The respondents replied about the said statements “To update new 
arrival”(m: 1.3014) followed by “Meet expectation of users”(m: 1.3562). The respondents showed 
their attitude about the marketing benefit with respect of libraries. They replied “To promote image 
of librarians”(m: 1.4110) and followed by “To promote image of library”(m: 1.4795). the 
respondents showed their agreement about marketing of library sources and services “To compete 
with others libraries”(m: 1.4932) followed by “To avert commitment”(m: 1.5068) followed by “To 
maintain the relevance”(m: 1.5753). The library professionals disclosed their belief about 
marketing benefits “To take criticism” (m: 1.6027) and followed by “To achieve library 
objectives”(m: 1.6575). The complete data has been displayed as follow.  
 
 Benefits of Marketing N Minimum Maximum Mean Std. 
Deviation 
To achieve library 
objectives 
73 1.00 3.00 1.6575 .62847 
To achieve customer 
satisfaction 
73 1.00 3.00 1.3151 .57438 
To gather information for 
benefit of the customers 
73 1.00 3.00 1.3836 .54340 
To take criticism 73 1.00 3.00 1.6027 .72149 
To promote image of 
library 
73 1.00 3.00 1.4795 .52993 
To avert commitment 73 1.00 5.00 1.5068 .72884 
To promote image of 
librarians 
73 1.00 2.00 1.4110 .49541 
To update new arrival 73 1.00 3.00 1.3014 .49117 
Meet expectation of users 73 1.00 2.00 1.3562 .48218 
To maintain the relevance 73 1.00 3.00 1.5753 .62178 
To compete with others 73 1.00 3.00 1.4932 .60377 
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libraries 
          
Table.8 
Issues and Challenges about Marketing of library sources and services  
  Table shows the agreement about the asked statement to the library professionals. The data 
results revealed majority of the respondents showed their opined with agree and strongly agree 
with “Lack of authority support” (m: 2.3425) to “Lack of support from higher education 
commission”(m: 2.6849) followed by “Lack of proper training”(m: 2.3562).The respondents 
replied about the said statements “External factors(competition, technology, standards, policy”(m: 
2.4247) followed by “scarcity of proper budget”(m:2.4521). The respondents showed their attitude 
about the marketing issues and challenge where the respondents has replied “no idea of 
marketing”(m:2.4795) and followed by “Internal factors(finance, HRM, operational 
issues”(m:2.4932). the respondents showed their agreement about marketing issues of library 
sources and services “no idea about marketing survey”(m:2.5205) followed by “attitudes of library 
users”(m:2.5342) and “marketing strategy”(m:2.5342) followed by branding and designing 
services”(m:2.5479). The library professionals disclosed their belief about marketing issues and 
challenges “language barriers” (m: 2.5616) and followed by “Promotional skills and lack of proper 
coordination among Library staff”(m:2.5753). the librarians further explained their view about 
marketing challenges “communication skills”(m:2.6301) and “low level of information 
literacy”(m:2.6301) respectively and  followed by “Librarians are confused about the term 
marketing/Library marketing”(m:2. 2.6575). The complete data has been displayed as follow.  
 
 
 Issues and Challenges N Minimum Maximum Mean Std. Deviation 
No idea of  Marketing survey 73 1.00 5.00 2.5205 1.17980 
No idea of market research 73 1.00 5.00 2.4795 1.13173 
Promotion skills 73 1.00 5.00 2.5753 1.07907 
Branding designing the services 73 1.00 5.00 2.5479 1.21382 
Communication skills 73 1.00 5.00 2.6301 1.25285 
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Marketing strategy 73 1.00 5.00 2.5342 1.27019 
Lack of Proper planning of marketing 73 1.00 5.00 2.6027 1.10227 
Attitudes of library users 73 1.00 4.00 2.5342 1.16764 
Language barriers 73 1.00 4.00 2.5616 .95723 
Lack of authority support 73 1.00 4.00 2.3425 1.18109 
Lack of proper budget 73 1.00 4.00 2.4521 1.08065 
Low level of information literacy 73 1.00 5.00 2.6301 1.23048 
Lack of proper training 73 1.00 5.00 2.3562 1.12262 
External factors(competition, technology, 
standards, policy 
73 1.00 5.00 2.4247 1.16569 
Internal factors(finance, HRM, operational 
issues 
73 1.00 5.00 2.4932 1.14411 
Librarians are confused about the term 
marketing/Library marketing  
73 1.00 5.00 2.6575 1.10829 
Lack of support from higher education 
commission 
73 1.00 4.00 2.6849 1.11650 
Lack of proper coordination among library 
staff 
73 1.00 4.00 2.5753 1.21241 
          
Table.9 
Factors affecting the Library Marketing 
 Table and Figure shows the factors are affecting library to market their sources and 
services where 83.56% respondents answered “marketing the service to generate mass” followed 
by “promotion of services” with 73.97%. The respondents showed their agreement about factors 
where 72.60% “promotion of resources” followed by 64.38%“improving the library status” and 
“image improvement” respectively. The respondents further disclosed their opinion about the 
factors where 60.01% said “enticing funding supports” and followed by 58.90%“relevancy of 
digital age” “recognition of LIS in society” respectively. The complete data result has shown 
below. 
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Factors Affecting the Library 
Marketing  
AG SAG NEU DISAG S.DISAG 
Promotion of resources 53(72.60% 15(20.54%) 3(4.10%) 1(1.36%) 1(1.36%) 
Improving the library’s status 47(64.38%) 22(30.13%) 2(2.73%) 1(1.36%) 1(1.36%) 
Promotion of Services 54(73.97%) 15(20.45%) 2(2.73%) 1(1.36%) 1(1.36%) 
Marketing the services to 
generate mass 
61(83.56%) 09(12.32%) 1(1.36%) 1(1.36%) 1(1.36%) 
Image enhancement; 47(64.38%) 23(31.50%) 2(2.73%) 1(1.36%) 0(0%) 
Attracting funding agencies; 46(60.01%) 22(30.13%) 3(4.10%) 1(1.36%) 1(1.36%) 
Relevancy in digital age; 43(58.90%) 25(34.24% 3(4.10%) 1(1.36%) 1(1.36%) 
Recognition of LIS in society. 43(58.90%) 24(32.87%) 3(4.10%) 3(4.10%) 0(0%) 


























library and library 
professionals in 
society., 43
13 | P a g e  
 
1.  The data has confirmed that majority of the respondents were Male as compare to the 
Female ratio.it shows the enrollment to male is higher than the female. 
2. The data confirmed that the majority of the respondents were degree of library and 
information sciences with 35.6% and least were BLIS 1.4%.it’s show the all the  
respondents were professionals. 
3. The findings revealed that most of the respondent’s age between 31to 40 years and least 
with 51 to more. It shows that all the respondents are very young. 
4. The data has confirmed that most of the respondents were having the experience of 5 to 10 
years and least was 21 to 30 years. It is obvious most of them newly appointed. 
5. Data findings confirmed all the respondents have great idea about concept of marketing and 
very well aware about the term and application of marketing. 
6. The data has confirmed that all the respondents were facing issues and challenges but “lack 
of authority support”(m:2.3425) is the major issues of marketing of library sources and 
services. 
7.  The data findings revealed all the relevant sources and services are available in their 
libraries to promote them to their end users. 
8. The data has findings disclosed that using marketing concept is to “achieve customer 
satisfaction”(m:1.3151). It shows the basic target of applying marking is to fulfill the need 
of targeted customer. 
9. The data findings confirmed that most the respondents answered the valuable factor that is 
affecting the marketing “Marketing the services to generate mass”. It can be said the library 
professionals are applying marketing to reach their end users.  
Conclusion 
 Basically, Marketing is the technique or method to use market the products to the end 
users. On the other hand library marketing is the techniques utilize to facilitate the library users to 
choose their needed sources or services. The library marketing is the method to apply to market or 
promote library sources and services. Additionally, libraries sometime considered as information 
market and library customers or users as known as consumer of products or services or 
information’s. KJ and Parameswari (2005) agreed that marketing is integral components and where 
they feel about the necessity of information or products services marketing of library. Furthermore, 
marketing means to create a platform where library staff can easily interact to their library clients. 
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Kumar (2014) disclosed marketing of information products and services are necessary for library 
to increase their visibility. Jacob and Olajide(2015) marketing of library products need some 
strategic tools and techniques to make things happen for library users. In addition, it can be said 
utilization of marketing technique would be the better choice to know the customers’ demands, 
needs and wants and then easily can be fulfilled. The library should adopt the method of marketing 
research to analysis the need of end users.   
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